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Abstract
In the context of Territorial Marketing, it is intended to present a prospective work on the
management of destinations based on cultural heritage. We therefore seek to demonstrate the
importance of literary heritage and the effective possibility of its touristic use in Portugal, in the
context of cultural and creative tourism, leveraged by Cultural Marketing strategies for low-density
regions. In what concerns methodology, the paper is based on an extensive literature analysis and
case studies, also taking into account available secondary data concerning relevant policies and
suggests new possibilities for diversifying tourism offer at literary sites, leveraging the sociohistorical background, partnering with relevant stakeholders, or promoting the usage of digital
tools. The opportunities arising must naturally be anchored in public policies focused on the
consumer market and strategically conceived in a double sense, that is, also enabling the
representation of the local community and the expression of its culture (Fernandes, 2014;
Andreyanova, 2021); Indeed, a constructive relationship between culture and tourism implies an
integrated approach where the wisdom of local communities is respected in valuing their memory
and identity, in a joint enjoyment that enables the growth of the region's economy.
Keywords: territorial marketing, cultural heritage, cultural tourism, literary tourism
Recommended Citation: Matias, A. M., Cardoso, L., & Pato, M. L. (2022). Marketing for
creative literary tourism: Cases and opportunities. In L. Altinay, O. M. Karatepe, & M. Tuna
(Eds.), Advances in managing tourism across continents (Vol. 2, pp. 1–10). USF M3 Publishing.
https://www.doi.org/10.5038/9781955833080
Introduction
It is indisputable that tourism has been gaining expression in a sustained way, having become one
of the fastest growing economic sectors in the world, and one of the areas in which it is more
expressive has been cultural tourism (WTO, 2019). This is confirmed by data from the OECD and
the World Tourism Organization, which indicated the market share of cultural tourism as
equivalent to 40% of all international tourism (Mintel, 2010). Holiday destinations aimed at the
masses, known as sun and sea, gave rise to new tourist products resulting from the diversification
of the offer (Boyd, 2002; Ponte, 2013), in a context in which current visitors, faced with new
options and choices, become more sophisticated consumers, involved with the different specialties
of tourism (Bonn, Hayes & Cave, 2007). In an increasingly competitive market, at the end of the
1990s there was a renewed interest in rediscovering the past, promoting the history of destinations
and their heritage through the differentiation of typical and characteristic products (Boyd, 2002).

1

University of South Florida (USF) M3 Publishing

Cultural tourism, defined as the movement of people directed to attractions outside their usual area
of residence, with the intention of obtaining information and experiences to satisfy their cultural
needs (Richards & Bonink, 1995) tends to constitute itself as a “connection zone” between tourism
and culture. However, these did not always have the close connection that we can recognize them
today. The OECD (2009, p.17) tells us: “For much of the 20th century, tourism and culture were
seen fundamentally as non-conjugating aspects of destinations. On the one hand, cultural
resources were seen as integral elements of heritage, largely related to the education of the local
population and the strengthening of regional and national cultural identities. On the other hand,
tourism was fundamentally seen as a leisure activity separate from the daily life and culture of the
local population”.
Literature Review
In the 21st century, the connection between these areas has increased enormously. As the OECD
maintains, “Culture and tourism today have a mutually beneficial relationship that can strengthen
the attractiveness and competitiveness of regions and countries. Culture is an important element
in the tourism product, which creates distinction in the global market. At the same time, tourism
provides important means to promote culture and generate income, which in turn can support and
strengthen heritage, cultural production and creativity. By creating a strong relationship between
tourism and culture, you can help destinations to become more attractive and competitive as places
to live, work and invest” (OECD, 2009:10). In fact, a positive relationship between these two
elements implies an integrated approach that respects the wisdom of local communities in valuing
their memory and identity, in a two-way street that also makes it possible to increase the region's
economy (Angelini et al., 2020). The growth of cultural tourism, in different contexts and spatial
scales, is a response to the characteristics and changes of post-modern society, and also represents
a sign of hope for destinations that have heritage importance.
Cultural tourism is, therefore, a market segment that only in the last quarter of the 20th century
attracted the attention of researchers, given the vocation of countries eager for parts of the
emerging world tourist market (Kohler & Durand, 2007). Included in the “leisure and recreation”
segment (Boniface, Cooper & Cooper, 2020), cultural tourism can be globally defined as “the visit
to the host community with an interest in historical, artistic, scientific aspects or lifestyles and
heritage offered by community and which can result in visits to the local heritage» Silberberg
(1995:361). It is possible, however, to distinguish two sets of definitions of cultural tourism: the
first, based on the demand (motives, perceptions and travel experiences) that are not attributes but
rather different interpretations of a cultural destination. The second, from the offer, is based on
enjoying the facilities and attractions: historic centers, festivals, traditional markets, museums,
events and gastronomy (Kohler & Durand, 2007). The European Association for Leisure and
Education Tourism (ATLAS) defines Cultural Tourism as: “All the movement of people around
specific cultural attractions, such as historic sites and artistic and cultural manifestations, outside
their own place of residence” (Richards, 1996). According to the International Charter for Cultural
Tourism (ICOMOS, 1999): “Cultural heritage is a broad concept that includes the natural and
cultural environment, encompassing historic sites, landscapes, sites and built environments, but
also includes biodiversity, collections, practices past cultural backgrounds, knowledge and lived
experiences.
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In Europe, cultural tourism has been recognized as an important agent of social and economic
change. The growth of cultural tourism, in different contexts and spatial scales, is a response to
the characteristics and changes of postmodern society and also represents a sign of hope for
destinations that have heritage importance (Carvalho, 2010). The development of cultural tourism
and the growing demand for this type of tourism is essentially due to current socio-demographic
changes, namely a greater awareness of the globalization process (Silberberg, 1995).
In the last decade of the 20th century, the growth of literary tourism at an international level also
began to be noticed, as a promoter of places, disseminated in association with the authors who
described them (Busby & Klug, 2001). The promotion of these cities or regions often takes the
form of travel guides, postcards, bookmarks, calendars, T-shirts, online stores, websites, blogs,
mobile applications or virtual maps, which link to authors: Dracula's tourism in Romania, or the
Harry Potter universe of the writer JK Rowling, mainly in the United States and Great Britain
(Hoppen et al., 2014).
The movement towards the consolidation of literary tourism has provided the creation of
conditions for the development of new infrastructures and the construction of the brand image of
some destinations (Lund & Jenkins, 2019), leading tourists to wander through the cities on guided
tours with inspiration in bestsellers, or by literary theme parks, such as Dickens' World, in England,
or briefly in the park dedicated to the poet Dante Alighieri, in Italy, which confirms the evocative
potential of literature. The growing appreciation of the relationship between “literary tourism” and
cities is evident if we think of some European cities such as Paris (with Victor Hugo), Rome (by
Virgil), Saint Petersburg (with Dostoyevsky), Prague (due to its connection to Kafka), Dublin (via
Joyce), Edinburgh (via Arthur Conan Doyle), or Lisbon (with Fernando Pessoa).
But what is the transforming role of Marketing in the face of new trends, in the face of changes in
habits and consumption? And how to operationalize and put at the service of low-density
populations and regions this idea of bilateral value creation, supported by culture and literature?
According to the American Marketing Association (2013), “Marketing is the activity and processes
for creating, communicating, making available, and exchanging offerings that have value for
buyers, customers, partners, and society at large”. It identifies unsatisfied needs and wants, defines
and measures their magnitude and profitability potential, specifies which target markets will be
best served by our organization, decides on the right products and programs to serve these selected
markets, sets the right price, time and locations to each target segment, and communicates, in order
to influence attitudes and behaviors.
In the specific framework of culture, marketing aims to disseminate it. It seeks - through the
combination of several factors, such as products, prices and the dissemination and promotion of
spaces - to enhance needs that aim to attract and capture new nuclei of potential visitors or
spectators, and the constant renewal of the offer, as well as giving response to the needs of the
public that assiduously attends this type of activities” (...) “Marketing is, in this context, a tool of
the territorial strategy that aims to promote, defend and enhance cultural goods and standards,
whether of a literary nature , scientific, artistic or educational, for the enhancement of a destination
before the various economic agents.” (Dinis, 2009: 2).
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The operationalization of Cultural and Territorial Marketing must make available to the visitor a
set of services, products and infrastructures, with the objective of attracting new investments, far
beyond the sales practice. To be successful, it must be linked to territorial and urban public
policies, as well as the reorganization of administrative procedures focused on satisfying the
demands of the consumer market, becoming competence of both the public and private spheres.
The Cannes festivals, in France and the Amsterdam Music Festival, in the Netherlands, are
examples of successful territorial marketing because, by promoting art, they also create a brand
responsible for identifying the city associated with the cultural product.
According to Almeida (apud Silva, 2005), cultural marketing applied to a territory thus fulfills the
function of putting people in tune with local art, promoting the promotion of tourist activity. As
the various cultural systems engender their dynamics, an identity is built around it, making it a
brand and a magnet.
The range of actions available for this enhancement includes elements such as theatrical
performances, exhibitions, literary routes, gastronomic routes, concerts, night visits, enhancing
tangible elements (such as monuments, places, places of religious worship, objects, buildings…)
and intangibles (such as customs, atmospheres, linguistic particularities…) associated with the
spirit of the place.
Let us take as examples, in Portugal, the cases of “Óbidos Literary Village” and “Pessoa Festival”.
In the first case, the logic of holding of events with literary support was based on the cultural life
of residents, and on the need to regenerate the historic center. The festival takes place because
different cultural systems are intertwined, uniting the programming of each event to the historical,
social and cultural dimensions of the locality. In their own way, these events become an attraction
for visiting museums, for architectural immersion in the Literário Hotel, for pilgrimage sites or for
the bookstore inside the church, being, in addition, an invitation to gastronomy, hospitality and
local traditions. In other words, there is a cultural heritage and a social life involved in this
Marketing proposal, which is driven by art and literature.
In the case of the "Pessoa Festival", the event includes a literary tour on foot through cafes,
bookstores, streets and addresses that are a reference in the life and work of Pessoa, as well as
debates, readings and conversations, taking place in a Hotel also totally inspired by the life and
work of the universal Portuguese poet.
A note also to Mafra, seeking to position itself as a “literary place” through its association with the
Nobel Prize in Literature José Saramago and the narrative of “Memorial do Convento”. Literary
routes through 3 municipalities and itineraries inside the Palace supported by this masterpiece
serve as a pretext to travel back in time and to offer different visitation experiences.
Literary heritage, as an identity element of a region, should therefore establish an articulation with
architectural, landscape, artistic, customs, linguistic or gastronomic regionalisms, that is, it can
mediate the supply and demand of cultural tourism.
But how to program and act, from the point of view of Marketing and Communication, in a
strategic and projective way? At this point, we allow ourselves to convene the study of consumer
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trends, of what is yet to come, believing this to be an asset to understand how the cultural offer we
hold can be positioned and selected in a world of new and varied offers.
“More than satisfying a need, the consumer of cultural events seeks entertainment, emotion,
novelty and authenticity. He wants to be surprised.” Bernstein (apud Nunes, 2010: 27) adds about
this new type of consumer “the fact that they change their tastes at every moment, oscillate between
art and pure entertainment, depending on what they feel like thinking and reflecting, or simply
having fun” for some time, seeking, in the latter case, the easy and immediate emotion”. The
strongly consolidated trend towards an appetite for experimentation capable of stimulating the five
senses, and transforming the entire consumption process into something unforgettable, shall also
be taken into account.
In this domain, Creative Tourism has been standing out, being dubbed the “new generation of
tourism” (UNESCO, 2006). It offers visitors the opportunity to develop their creative potential
through active participation in courses and experiences that are characteristic of the holiday
destination to which they are taken” (Richards and Raymond, 2000: 14). This definition
emphasizes the importance of the act of consumption as an asset, and not a liability. That is, as an
act that involves the action of consumers in the context of their personal appreciation. The event
should be - whenever possible -, interactive with its audience, and create an affective involvement
that appeals to emotion and provides an experience that is unique.” (Hoyle, 2006).
Consequently, Creative Tourism establishes a strong interaction between destinations and their
educational, emotional, social and participatory dimension. This interaction presupposes a
commitment and a more authentic experience, with a participation in the learning of the arts,
customs, heritage, favoring the relationship of visitors with residents and local culture (UNESCO,
2006; Chen & Rahman, 2017). In what concerns the experiences associated with creative tourism,
Richards and Wilson (2006) highlight three, namely: “creative shows”, “creative spaces” and
“creative tourism”. Regarding the last aspect, there is a strong appeal to the active participation of
tourists in creative activities, which can form the basis of creative experiences.
Methods
This work is based on descriptive and exploratory research, taking place on the basic principles
and reasons for the occurrence of a certain process or phenomenon (Praia, Cachapuz and Pérez,
2002). For the collection of information, a search of official documents and articles that cover the
subject in question was carried out, seeking that the knowledge obtained was structured with a
view to a reflective construction on the studied subject (Gil, 2008; Will, 2012) .
This is an ongoing investigation, but as of today data collection was carried out in January and
February 2022, and a theoretical survey was carried out through official organisations data, books
and academic journals that address the topic under analysis.
After the initial research, the main findings in the literature were synthesized from a thorough
reading on the topic, which took into account the relevant aspects according to the research
objective. Thus, 44 sources were considered for the research. We sought to make a theoretical
approach to the concepts of Cultural Tourism, Literary Tourism and Territorial Marketing, and
their contribution to the development of regions (Luger and Ripp, 2020.
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It is, at the same time, exploratory research, which allows the exploration of new phenomena, thus
helping the researchers' need for a better understanding, being able to test the feasibility of a more
extensive study. For these reasons, this research has a broad focus, without claiming to provide
definitive answers to specific research questions, and its objectives are to identify key questions
(Garces, 2010).
In this context, we focused on the specific case of Creative Literary Tourism in Portugal, analyzing
the capacity of sustainable tourist attraction in this specific area, and the impact of these flows on
the economic development of the regions. The cases under analysis are two locations located in
central Portugal, demographically distinct, which dynamize literary events whose dimensions go
beyond physical and language boundaries: Óbidos Vila Literária and Pessoa Festival (Lisbon).
Thus, the methodology is also based on applied research, through case studies, carrying out the
study of individual or specific cases without the objective of generalizing (Cristiane, 2014).
Findings
Literary Tourism – one of the different aspects of Cultural Tourism – is capable of arousing interest
in traveling, with the aim of getting to know places and symbols related to literary works or their
authors. The valorization of Literature appears as a strategic element for the development of a
region and a country. It is, therefore, tourism related to the work, life and places mentioned in the
works of the authors, encouraging those who want to get to know an author and his work more
closely to be willing to visit the places associated with them.
The Portuguese literary heritage is internationally recognized, and its association with modern
tourist movements leads to the discovery of places immortalized by writers. Portugal is an
appropriate country to bet on Literary Tourism, because it has always preserved much of its
heritage, and Literary Tourism follows the lives of authors and their work, also through time. In
Portugal, many of the places mentioned in the books are still to be found, so it is very easy to take
authentic routes, where tourists can travel not only through literary works, but also through time”.
Although Literary Tourism in Portugal is still an incipient area, essentially focused on a more
educational aspect, it shall be subject of a more sustained exploration by the tourism and publishing
sector (Carvalho & Batista, 2015); the cases under analysis reinforce these ideas. In the case of
Óbidos, Óbidos Litterary Village is a unique project in the context of artistic and cultural events
that take place in Portugal. In 2013, the conversion of a church into a bookstore led to the
transformation of Óbidos into a literary village. First, several corners of municipal spaces
previously open to the public were converted into specialized bookstores, including museum
shops, galleries and markets. Then, literary events began to emerge; we can highlight FÓLIO –
International Literary Festival of Óbidos, and Latitudes – Literature and Travellers. (Óbidos City
Council, 2022). In 2015, UNESCO designated Óbidos as a Literary City, which became part of
the Creative Cities Network. Old and abandoned spaces, from that moment on, found a new
function, which resulted in the opening of a growing set of themed bookstores. The strategy that
began to be designed in 2012, with the launch of the largest Portuguese bookstore inside a church,
gave rise to a tourist attraction strategy with a new configuration. Until then, the presence of
foreigners was essentially for a very short stay, and the village wanted visitors who stayed more
than 24 hours, stayed overnight in hotels and consumed local products. The creation of literary
events and festivals made it possible to attract to Óbidos “another tourist profile, from a different
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segment of the visitor of events such as the Chocolate Festival or Vila Natal, which are more
popular. The “literary” tourist comes from large cities, has a higher academic education and is
from an upper-middle social class, which is very good in terms of consumption” (Ganhão, in Ler
Devagar, 2022).
In the case of Lisbon, the Lisbon Tourism Association (ATL) annually carries out a survey of
national and foreign tourists who have stayed in the city's hotel units. The results indicate that
culture is an important travel motivation and visitor attraction factor (ATL, 2019). Among various
resources, activities, routes and events centered on the figure of the universal Portuguese writer
Fernando Pessoa (1888-1935), The Pessoa Festival brings together several figures from the
Portuguese-speaking literary world, also promoting the discussion of traits and trends of
contemporary literature produced in Portuguese, or the connections between Portugal, Brazil and
Portuguese-speaking African Countries in the cultural field. In this way, it was intended to increase
the competitiveness of the Lisbon destination, enabling the promotion of tourism beyond the high
season, as well as more attractive and innovative tourist experiences, contributing to placing
Portugal on the world map of literary destinations.
Conclusions
Literary Tourism has become a significant phenomenon from an economic point of view,
whenever it is based on the assumption of understanding the needs of consumers, so the purpose
of future research is to be based on understanding the motivations of these visitors, in order to
develop the best strategies in the context of Destination Marketing (Hoppen, 2014).
For this purpose, it is essential to cross these assumptions with some behavioral trends that can be
leveraged in low-density territories, when defining strategic bets for the coming decade (Rasquilha
(coord.), 2018): on the one hand, the growing need of Relaxation & Spirituality – in a stressful and
emotionally demanding time like the one we live in, the search for solutions for balance and quality
of life has never been more important. At the same time, the active search for Wellness solutions
– a healthier consumer profile that seeks diversified offers of well-being, as a counterpoint to the
connected and constantly accelerating world, will gain dimension. Noteworthy for Nostalgia and
a growing interest in Return to Origins – the consumer is simultaneously, and increasingly, looking
for the “modern” associated with “something old”, “more authentic” or “traditional”. Rescuing the
past using symbols, images and stories to protect us from a present that is too “industrialized” or
uncertain, works as a safe haven in the current uncertain times.
Also noteworthy is the appetite for narratives in Storytelling, that is, for contact with the stories of
the places told by guides, residents or other local agents (Lugmayr et al., 2017). This concept
assumes increasing relevance, not only because it is a differentiating product, but also because it
bridges the gap between residents and tourists, bringing them together in a way that the traditional
logic of tourism could never achieve. The guide and the story he tells, adapted to be accessible to
different types of audience, influence the travel experiences, for example revisiting secrets and
memories hidden in time. Also important is valuing Local Entrepreneurship for sustainable
development – investing in small businesses allows for the creation of new jobs, promotion of
competitiveness and the development of innovative ideas focused on the specific DNA of each
region, which is increasingly valued by the consumer. Not least, the tendency to demand Maximum
Personalization of the Offer (Accenture, 2017) – whenever possible, it will be necessary to
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proactively plan the creation of tourist products for different consumer profiles, with flexibility to
adapt to each specific case, in contrast to the massification of the offer in other geographies.
Transversal to all this, there is an omnipresent trend, which is Permanent Connectivity (Landry,
2016) – the emergence of smartphones has totally altered human behavior, and in the near future
organizations that are not connected and do not understand technological convergence and its
implications will have serious competitiveness problems. The local tourist offer needs, at this level,
to offer agile and facilitating solutions with a view to an optimized travel experience.
In short, we are living in a moment where winning business models will be those that manage to
develop a high capacity to anticipate the future and adapt to the new. New models of work,
relationships and value delivery are dictating the rules by which we will all be governed. This
transformation was designated in 2016, by the World Economic Forum, as the 4th Industrial
Revolution, where the power of technology and connectivity asserts itself as the basis of influence
and change of all the assumptions that until now governed companies, businesses and even the
world.
In times of profound changes, such as the ones we are experiencing, understanding the future has
become essential for the survival of our organizations and our businesses. The volatility that exists
today, due to the speed at which everything happens, forces us to – permanently – look ahead,
anticipate the world of tomorrow, and in the context of Marketing, take advantage of the
opportunities that lie ahead of us.
However, this projective gaze does not prevent an identity with history from being an asset and a
magnet. Carlos Coelho (2017) states that
A territory is – or should be – a brand, which has a strong impact on the economy. Everything we can
take from our history, our geography, our culture, to incorporate into the economy is an obligation”
and an imperative.

All the differentiating factors of the territory are not from the past; we don´t need to look for the
future by denying the past, because modernity does not have to be based only on the new.
Modernity cannot be the burial of the past, especially for countries and regions that have an
important past to give to the future. The identity of a region is a factor of economic development,
and it is therefore necessary to modernize the tradition by aligning the offer with the unique history
and culture of each place, and not through the equalization of territories (idem). Territorial brands
cannot be replicas of what is already seen elsewhere, and will only be successful if they are the
soul of a people.
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